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ABSTRACT
This empirical study examines the effects of user generated vlogs
(UGV) versus brand generated ads (BGA) on consumer decisions
on YouTube. UGV refers to any type of review video content about
brands or products, created and published by users on YouTube.
BGA refers to brand generated advertisements on YouTube.
Guided by the elaboration likelihood model of persuasion, this
online experimental research involved a 2 (source: UGV versus
BGA) X 2 (involvement: high versus low) X 2 (gender: male versus
female) between-subjects research design. Results showed that
UGV elicited significantly greater effects on consumer brand
attitudes and purchase intentions than BGA, when involvement
was high. No significant gender differences were observed. In a
constantly growing YouTube influencer economy, this study offers
important theoretical and managerial implications.
Keywords: User generated content, Video review, Vlog, YouTube
marketing, Online advertising, Elaboration likelihood model, Video SEO,
Video marketing, influencers, Consumer behavior
Abbreviations - ELM: The Elaborated Likelihood Model of Persuasion,
UGV: User Generated Vlog, BGA: Brand Generated Advertising

INTRODUCTION
This empirical study examines the effects of user generated video reviews and brand generated ads on consumer
decisions on YouTube. With over 500 hours of video content published every minute, YouTube is one of the biggest
online content platforms (Dehghani et al., 2016; Febriyantoro, 2020; YouTube, 2022). YouTube is also the largest video
search engine (McGoogan, 2016; Wu, 2021). A majority of video searches on the platform comprises of ‘how to’
related keywords, indicating that users are actively seeking brand-related information on YouTube that they perceived
as useful for making a purchase decision (Boerman & Van Reijmersdal, 2020; Mogensen, 2015). YouTube has attracted
the attention of advertisers and creators (Dehghani et al., 2016; Febriyantoro, 2020; Duffet et al., 2019). Especially after
the COVID-19 pandemic, YouTube has become an important communication channel for brands and consumers (Chen
& Panyaruang, 2021; Mountinho et al., 2022).
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As a people’s platform, YouTube has brought about a seamless convergence between the traditional broadcasting and
the internet-enabled narrowcasting, which focuses on the requirements of the smaller and specialized viewer groups
instead of the traditional monolithic mass-appeal approach (Parsons, 2003; Lee & Watkins, 2016). Users on YouTube
have now assumed the role of ‘prosumers,’ by actively participating in creating and publishing different types of
brand-related videos such as product review vlogs (‘unboxing’ videos), home videos, personal diaries, parodies,
memes, presentations, interviews, movies, and music videos (Gunelius, 2010; Munukka et al., 2020).
In particular, during the COVID-19 pandemic-enforced lockdown, consumers created an enormous amount of video
content on YouTube (Chen & Panyaruang, 2021). Rodriguez (2021) noted that YouTube was social media’s big
winner during the pandemic, as the platform saw usage grow from 73% of U.S. adults in 2019 to 81% in 2021. In
addition to the growth of user generated content on the platform (Jaakkola, 2019; Lewis & Christin, 2022), the
proliferation of brand generated advertising content has turned YouTube into a brand enhancer (Dehghani et al., 2016;
Duffet et al., 2019). The goal for both brands and consumers when creating and sharing content on YouTube is to
create value for the internal and external stakeholders of a firm (Dehghani et al., 2016). Duffet and colleagues (2019)
asserted that the greater the value that consumers associate with brand-related content, the more favorable their attitude
will be toward the brand. Despite the popularity of YouTube among brands and consumers, little attention has been
paid to comparing the effects of user generated content and brand generated content on YouTube (Rehman & Maseeh,
2020). Therefore, this study aimed to expand the literature on investigating the effects of brand-specific content on
YouTube on consumer decisions (Chen & Panyaruang, 2021; Dehghani et al., 2016; Duffet et al., 2019).
The present research focuses on brand-related user generated vlogs on YouTube and compared them with brand
generated video ads. Brand generated ads refer to sponsored content created and published by brands and advertisers
on digital platforms such as YouTube (Diwanji & Cortese, 2020; 2021). The most popular form of YouTube
advertising is pre-roll ads. For instance, users would view a brand-related ad for 15-seconds before they can skip to
the main video content. The main goal of advertising is to convince consumers to take a brand-specific decision or
action (Kotler & Armstrong, 2018). YouTube offers several ad formats (e.g., display, pre-roll, mid-content) to brands
for attracting consumers' attention (Mountinho et al., 2022). Thus, firms can use YouTube advertising to achieve
different brand goals such as building brand awareness, influencing brand attitudes, and motivating brand-specific
intentions and actions (Alalwan, 2018; Diwanji & Cortese, 2020; Duffet et al., 2019).
A recent study showed that 75% of people surveyed said advertising on YouTube makes them more aware of new
brands and products (Austin, 2022). The same study also showed that 70% of consumers surveyed said they bought a
product after seeing it on YouTube. YouTube is the most widely used platform among video marketers used by 77%
(Iskiev, 2022). On the other hand, the word ‘vlog’ refers to a video review blog that contains brand-specific
information, opinions, thoughts, or experiences by a consumer (Le & Hancer, 2021; Pilkington, 2009). User generated
brand-related vlog is defined as any type of video content about brand created and published by consumers to help
other consumers with their decision making (Campbell et al. 2011; Mayrhofer et al., 2020).
Video blogs (hereinafter referred to as vlogs) are a user-generated form of online brand-related communication that
serves as medium for social commentary, creative outlets or personal diaries (Snelson, 2015). In vlogs, users (also
known as vloggers) share their product experiences, brand feedback, daily routines, offer tutorials, or play games
(Molyneaux et al., 2008). For instance, when a consumer creates and posts a video of ‘unboxing’ a new product from
a new brand, it is a form of user generated vlog. The popularity of vloggers has risen exponentially in the last few
years (Le & Hancer, 2021; Xu et al., 2021). Especially during the COVID-19 pandemic, many consumers took to
YouTube to express their opinions about brands and products (Huang et al., 2022). As per a recent study, 4 in 10
consumers watch vlogs every month (Young, 2022). Another study suggested that most vlog content on YouTube
comes from users (Think with Google, 2022). Consumers on YouTube tend to engage with influencer content such as
vlogs created by other consumers (Santora, 2022).
The ever-increasing popularity of YouTube vlogs and the success of YouTube celebrities or influencers have provided
brands with an effective relationship marketing tool to connect and engage with consumers. Increasingly, consumers
rely on reviews (Diwanji & Cortese, 2020; Huang et al., 2022), including video reviews in the form of vlogs on virtual
communities such as YouTube, to plan their brand relationship journeys rather than blindly following what brands
have to say in their sponsored advertising videos. Studies have shown that user generated content such as vlogs have
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a significant influence on consumers’ purchasing behavior, particularly on beauty, electronics, and tourism products
(Diwanji & Cortese, 2020; 2021; Lee & Watkins, 2016; Munnukka et al., 2019).
Despite the growing relevance of user generated vlogs especially on YouTube, scholars have paid little attention to
comparing the effects of user and brand generated videos on consumer decisions. The comparison seems unexplored,
because the studies so far tend to focus on one or another strategy (Dehghani et al., 2016; Duffet et al., 2019; Jaakkola,
2018; Smith et al., 2012), rather than considering both in a comparative analysis. Online advertising effectiveness has
been extensively studied, with a specific focus on YouTube advertising (Dehghani et al., 2016; Duffet et al., 2019;
Febriyantoro, 2020). Similarly, the effectiveness of user generated advertising has also been studied by researchers
(Castillo-Abdul et al., 2021; Diwanji & Cortese, 2020; Mathur et al., 2021). However, scant literature has been devoted
to comparing the effects of these two sources of brand-related content on YouTube. This is important to research on
persuasive effects on brand-related content, as different sources can elicit varying effects on consumer decisions
(Muda & Hamzah, 2021).
This study contributes to the literature by extending the existing investigation specific to YouTube advertising and
user generated content, as highlighted above. From a theoretical perspective, this study helps to shed light on the
applicability and effectiveness of the elaboration likelihood model of persuasion in the contemporary video marketing
landscape where brands and consumers both compete for other users’ attention, by creating brand-specific content.
For advertisers, whether to rely on advertising or user generated content represents a ‘catch 22’ situation (Dunn &
Harness, 2019). On one hand, advertisements are increasingly received consumer skepticism (Leonidou & Skarmeas,
2017). Skepticism, in turn, can adversely affect the effectiveness of persuasive communication such as ads (Leonidou
& Skarmeas, 2017). On the other hand, as brands cannot control user generated content, they may use authority and
authenticity in content when deploying user generated content (Diwanji & Cortese, 2021; Müller & Christandl, 2019).
Thus, a comparative analysis, as proposed in this study, can help marketers in understanding the effectiveness of each
strategy on YouTube.
Consequently, this research focused on examining the effects on user generated vlogs and comparing them with brand
generated advertisement on consumer decisions on YouTube. The research objective was to understand whether user
generated vlogs or brand generated ads on YouTube have a greater impact on users’ attitude toward the brand and
purchase intention, and accounting for their product involvement levels and gender. Petty and Cacioppo’s (1986)
elaboration likelihood model of persuasion (ELM) guided this study.
LITERATURE REVIEW
YouTube has empowered consumers by giving them the freedom of expressing their feelings, beliefs and attitudes
towards brands through various types of videos (Cheong & Morrison, 2008). There has been a proliferation of vlogs
created by consumers wherein they share their product usage and purchase experiences (Gremler et al., 2004; Lee &
Watkins, 2016). Molyneaux and colleagues (2009) posited in their research that sharing has become an increasingly
popular activity in the new YouTube generation among all genders. Consumers on YouTube have evolved into a more
dynamic and scalable role of active producers of brand-related content (Sánchez-Olmos & Viñuela, 2020). So, when
consumers are exposed to user-generated brand-related vlogs on YouTube as against the brand-created ads, what exact
comparisons take place inside their minds – was the aim of this study.
Using the simplest of the video production tools available at very low to no cost, the consumers can create their vlogs
on YouTube wherein they express their views, opinions, reviews and perspectives about the brands (Molyneaux et al.,
2008; Munnukka et al., 2019). Unlike the generic textual web blogs, YouTube vlogs offer vivid and user-friendly
information about brands (Burgess et al., 2009). As a form of computer-generated communication (Frobenius, 2014),
a vlog features a single speaker who is seen as an expert in a specific product niche, and sometimes a guest speaker.
The speaker/presenter is called a vlogger, and more specifically a ‘YouTuber’ as he or she uploads the blog videos on
a dedicated channel on the platform (Lange, 2007). Vloggers have several subscribers who regularly follow the vlogs
published on the channel (Zerdick et al., 2005). The followers seek brand-related reviews and advice from the
vloggers, as if they were peers (Lee and Watkins, 2016; Munnukka et al., 2019).
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User generated brand related vlogs are defined as the content originally created by consumers and then publicly
distributed among other consumers that share a commonly recognized brand identity with the creator as well as with
one another, in terms of perceived homophily (Campbell et al, 2011). Consumers’ analysis of user generated vlogs
vis-à-vis branded advertisements on YouTube was seen to offer a growing deal of interest and an expanding area of
inquiry (Bayazit et al., 2017; Lee & Watkins, 2016; Patel, 2018; Rahmi et al., 2016). Existing literature on consumer
generated YouTube content have traditionally focused on brand-sponsored contests inviting the consumers to submit
their video entries for a draw (Ertimur & Gilly, 2012). However, that takes away the consumers’ freedom of expression
as they have to follow the brand’s guidelines in creating their video content (Ozuem et al., 2021).
The present study was in line with Cha and colleagues’ (2007) research, which provided useful insights into users’
behavioral patterns as an outcome of their exposure to the consumer generated content versus branded ads on
YouTube. However, that study did not examine the effects of each video source on consumer attitudes and purchase
intentions. The present research was also inspired by the similar studies in the existing literature (Bayazit et al., 2017;
Lee & Watkins, 2016; Patel, 2017; Rahmi et al., 2016). Bayazit and colleagues (2017) found in their research that
YouTube vloggers’ characteristics played an important role in shaping users’ attitudes and purchase intentions. Their
research revealed that YouTube users saw vlogs as presenting true information about the brand and useful in purchase
decisions. Lee and Watkins (2016) established that YouTube users who watched user-generated vlogs had a higher
purchase intention than those who did not watch them. Patel (2018) posited that YouTube users found vlogs created
by other users more important than brand’s ads when evaluating cosmetic products.
Furthermore, Rahmi and colleagues (2016) examined the influence of beauty vlogs on consumers’ purchase intentions.
They found that an interaction between information source and previous experience in using the product in influencing
purchase intentions. Specifically, compared to traditional advertising, vlog has a positive effect on purchase intentions.
However, they used a traditional advertisement (television ad) to compare the effects on intentions with vlogs. For an
investigation of this nature, it is important to compare similar message sources such as online ads and online vlogs.
Online advertising platforms such as YouTube are constantly growing in popularity among consumers and marketers
(Djafarova & Kramer , 2019; Terskikh, 2019). Prior research indicates that online video ads such as YouTube ads are
more effective than traditional video ads (Dehghani et al., 2016; Jin et al., 2012; Panic et al., 2013). Therefore, the
present research aimed to compare the effects of brand generated YouTube ads and user generated YouTube vlogs on
consumer decisions.
As video-sharing websites and mobile applications are growing rapidly and information delivery through video
content are receiving much consumer attention, it is expected that the influence of video content such as vlogs that
can transmit visual information vividly in a casual setting will grow in significance (De Jans et al., 2018; Lee et al.,
2017). Consequently, it is necessary to study in depth the cognitive judgment that consumers take while watching
vloggers’ video content on YouTube. Therefore, this research offers important strategic and theoretical implications
for marketers, brands, and researchers.
The Elaboration Likelihood Model of Persuasion (ELM)
Petty and Cacioppo (1986)’s ELM has received wide application by researchers in the fields of marketing, advertising,
and consumer psychology (Cho, 1999; Kitchen et al., 2014; Shahab et al., 2021). The model posits that consumers
deploy two different routes to process the brand related message targeted at them (Petty & Cacioppo, 1986). The first
route is called ‘central processing,’ which suggests that the message is the primary influence on the consumers’
information processing behavior. Whereas in the second route, ‘peripheral processing,’ the source of the content
impacts the way consumers process brand-related message. Segev and Fernandes (2022) applied the ELM in the
context of viral online advertising and found that peripheral cues were dominant in such ads than central cues.
Further, the dominance of peripheral cues was also evident across product categories, particularly for technology
products. Shahab and colleagues (2021) conducted a systematic literature review of the application of the ELM in
consumer behavior research and its extension to new technologies such as online ads and user generated content. Their
assessment indicated that the theory is suitable for addressing appropriate gaps in the literature such as comparing the
effects of different types of online marketing strategies on consumer behaviors. Doing so will uncover the bettersuited route between central and peripheral that causes a positive impact on consumer's attitudinal change and decision
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making. It will ultimately help the marketers to create a better version of promotional messages online. Similarly,
Moradi and Zihagh (2022) carried out a meta-analysis of the ELM in the electronic word of mouth (EWoM) literature.
Their findings showed that the central route to persuasion is the dominant predictor of eWOM adoption on e-commerce
sites, however on social media websites such as YouTube the peripheral route tends to dominate.
Table 1 summarizes the prior research using the ELM to examine the effects of different promotional strategies on
consumer decisions. In line with the ELM literature, prior research as shown in Table 1 indicated that consumers’
purchase decisions could be influenced by their involvement degree. More specifically, to what extent consumers
process brand-related information depends on their involvement (Krishnamurthy & Kumar, 2018). Accordingly, when
consumers’ involvement is high, they would actively and carefully process the brand-specific information in order to
make a satisfactory decision (Ballon et al., 2018). Therefore, the present study was set out to examine how both highand low-product-involvement users would evaluate the user generated brand-related vlog versus branded ads on
YouTube, based on the peripheral cues.
Table 1. The Application of the ELM in the Marketing Communications Research
Communication Medium
Popular Publications
Print media
Andrews & Shimp (1990), Kirmani & Shiv (1998), Dotson & Hyatt
(2000), Maoz & Tybout (2002), Chebat et al. (2003), Priester & Petty
(2003), Coulter & Punj (2004), Priester et al. (2004), Chatterjee & Hunt
(2005), Jones et al. (2006), Malaviya (2007), Kredentser et al. (2012),
Matthes et al. (2014), Kerr et al. (2015), Lee & Koo (2016)
Television

Macinnis et al. (2002), Frew et al. (2016), Kim et al. (2016)

Digital media (such as e-commerce,
online reviews, e-brochure,
crowdfunding sites, etc.)

Areni et al. (2000), Withers et al. (2002), Tormala & Petty (2004),
Withers & Wertheim (2004), Yang et al. (2006), Briñol et al. (2007),
Park et al. (2007), Tormala et al. (2007), Angst & Agarwal (2009),
Wang et al. (2009), Trampe et al. (2010), Wang & Doong (2010), Lee
(2012), Tang et al. (2012), Gregory et al. (2013), Luo et al. (2013),
Cheng & Loi (2014), Bansal et al. (2015), Cyr et al. (2018), Han et al.
(2018), Wang & Yang (2019), Kang & Namkung (2019), Leong et al.
(2019), Manca et al. (2020)

Social media

Chang et al. (2015), Teng et al. (2015), Teng et al. (2016), Zha et al.
(2018), Zhang et al. (2019)

Mobile media

Cho & Park (2014), Kim et al. (2016), Gu et al. (2017), Yoo et al.
(2017), Chen et al. (2018), Lu et al. (2019)

Source of Brand-related YouTube Video
Jonas (2010) suggested that online consumers perceive the content provided by other consumers as more credible than
brand generated ads. Similarly, Cheong and Morrison (2008) established that consumers trusted the product
information as provided from peers more than the brand generated information. Consumers who were seen as being
the experts about the brand-related communication by other consumers were considered to have a significant impact
on how the brand related content is consumed and processed (Kelman & Hovland, 1953). On the other hand, brand
generated ads refer to videos created and published by the brand on YouTube. The present study compared two
different sources of video content on YouTube, namely user generated brand-related vlogs and brand generated ads
and measured their effects on attitude toward the brand and purchase intentions.
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Product Involvement Level
Product involvement plays an important role in determining the effectiveness of a brand-related content such as a
YouTube ad or a vlog, in addition to the source of video (Phelps, 1991). It is defined as how a brand’s product fits
into the consumer’s life (Cushing & Douglas-Tate, 1985). The consumer is likely to be more involved into a
purchasing decision and hence the evaluation of brand-related YouTube video with a motivated state, if she or he is
more interested in the product category being communicated or finds the brand to be of relevance (Batra & Ray 1985;
Laaksonen, 1994; Zaichkowsky, 1996). Using the ELM model, the present study examined how consumers evaluated
different brand-related videos on YouTube at different involvement levels, when forming attitude toward the brand
and purchase intention (Petty & Cacioppo, 1986).
The ELM literature proposes that the concept of involvement and have posited that personal involvement is based on
the accumulation of personal experience (Krugman, 1965; Sherif & Cantril, 1947). For instance, Zaichkowsky (1986)
applied the degree of involvement to study the effect of advertising and explored whether and how it could influence
consumers’ responses to advertisements. Similarly, Knox and Walker (2003) suggested that consumers’ degree of
involvement in products is a common consistency and decision-making process. Another study revealed that the level
of involvement with a product not only influences consumers’ information collection and evaluation processes but
also influences their purchase intentions (Chien et al., 2007). The impact of product involvement on consumer decision
making is evidenced by the ELM (Petty & Cacioppo, 1987, Zaichkowsky, 1996). Accordingly, consumers would
generally use central path processing information for high-involvement products and peripheral-path processing for
low-involvement products (Huo et al., 2020; Zhai et al., 2022). This was in line with the literature that in online
advertising, product involvement would significantly influence attitudes, and purchase intentions (Flores et al., 2014;
Park & Lee, 2008; Xue & Zhou, 2011).
In high product involvement conditions, consumers are more motivated to process and understand brand-related
content (e.g., Warrington & Shim, 2000). Contrarily, low product involvement often leads to low motivation to process
and understand brand-related content (Park et al., 2007; Petty et al., 2007). Therefore, in line with prior research, this
study aimed to examine the effects of different levels of product involvement on consumer decisions. Specifically, it
was posited that when consumers are more involved in the product, they would actively look out for brand-related
information such as vlogs in addition to brand generated ads.
Attitude Toward the Brand
Ajzen and Fishbein (1975) defined attitude as a person’s feelings and evaluations, both positive and negative, toward
a specific behavioral function or object. Mitchell and Olson (1981) explained that attitude toward the brand was
composed of directed attention toward a brand, an evaluative aspect and an internal state. Attitude toward the brand
was seen to contribute toward formation of behavioral intention as posited by (Daugherty et al., 2008; Kraft et al.,
2005). The ELM suggests that the two types of persuasion route, central and peripheral, shape consumers attitudes
(Petty & Cacioppo, 1987). The attitude of consumers toward products is easily influenced through information
persuasion concerning product properties. Therefore, consumers handle the received information from rational and
objective perspectives. If the information content is persuasive, consumers are likely to react positively (Schiffman &
Kanuk, 2000).
Advertising has been shown to either directly or indirectly influence consumer attitudes toward the (Diwanji &
Cortese, 2020; 2021; Lee et al., 2017; Spears & Singh, 2004). Studies have shown that consumers would evaluate a
brand more positively when they assess content created by other consumers than by a firm (Diwanji & Cortese, 2020;
Kim & Johnson, 2016). On YouTube, consumers are exposed to brand-related information from brands and other
consumers. These two different message sources can elicit varying effects on consumer attitudes and perceptions, as
explained earlier. Therefore, in line with the literature, this study examined consumers’ attitude toward the brand based
on their exposure to the source of YouTube video, their involvement into the product, and also their gender. Therefore,
H1: Exposure to a user generated brand-related vlog on YouTube will result in significantly more
positive attitude toward the brand than brand generated advertising.

53

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

H2: In high product involvement condition, exposure to a user generated brand-related vlog on
YouTube will result in significantly more positive attitude toward the brand than brand generated
advertising, when compared to low involvement condition.
Purchase Intention
Consumers seek other consumers’ advice as well as reviews and try to learn from their experiences before forming
purchase intention (Brown et al. 2003b). They would show a stronger purchase intent, if they are convinced with the
information they receive about the brand from their peers (Horst et al., 2007). Mir and Rehman (2013) found that that
consumer generated content on YouTube had a significant influence on users’ future purchase-related intentions.
Furthermore, Diwanji and Cortese (2020; 2021) established that consumers’ purchase intentions would be
significantly higher for user generated content than brand generated advertising. In line with the ELM, when
consumers are more involved in a brand’s product, they would actively search for brand-related information from
other consumers to make an informed decision (Demba et al., 2019; Mathur et al., 2021; Mayrhofer et al., 2020). On
YouTube, consumers are exposed to a variety of brand-related user generated content in the form of vlogs. Users
voluntarily create such vlogs about brands and products to share their experiences with other consumers. This, in turn,
can shape other consumers’ brand-specific decisions in the form of their purchase intentions (Mayrhofer et al., 2020).
Furthermore, in agreement with the ELM, highly involved consumers can be said to be more motivated to take the
central route of information processing to make a purchase decision (Cheung et al., 2014; Teng et al., 2016). Le and
colleagues (2018) asserted that the effect of user generated content on purchase intention would be stronger for
consumers who are highly involved in the product. Therefore, based on the literature the following hypotheses were
proposed:
H3: Exposure to a user generated brand-related vlog on YouTube will result in significantly higher
purchase intention than brand generated advertising.
H4: In high product involvement condition, exposure to a user generated brand-related vlog on
YouTube will result in significantly higher purchase intention than brand generated advertising,
when compared to low involvement condition.
Gender
Existing literature showed evidence of important gender differences in consumption of brand-related advertising
(Darley & Smith, 1995; Yang & Lester, 2005). Gender is often used as part of the social and cultural meanings
associated with developing marketing strategy such as advertising. According to Darley and Smith (1995), this is
because gender differences and effects are easily identifiable, accessible, and measurable. Evidence has been found
of important gender differences in human communication, including advertising (Wolin & Korgaonkar, 2003). Gender
differences were believed to be the primary attributes of how consumers make their online purchase decisions
(Rodgers & Harris, 2003). Studies suggested that female consumers tended to engage more with online content, which
was both interpersonal and interdependent, than male consumers (Jackson et al., 2001; Wolin, 2003; Wolin &
Korgaonkar, 2003).
The current study borrowed from Okazaki’s (2007) research, which analyzed the gender effects in mobile advertising
context. Additionally, prior research suggested that gender as a covariate might not always be significant (Chou &
Singhal, 2017; Wu et al., 2021). Consequently, this study aimed to examine the differential effects of gender on
consumer decisions in line with the literature (Fiset et al., 2017; Wu et al., 2021). Furthermore, there has been little to
no research on how gender differences affect consumer’s evaluations of brand-related content on YouTube, especially
when they are created by their peers. Prior research suggests that gender may be a key variable in influencing
consumer's evaluative judgments (Darly & Smith, 1995; Garaus & Wolfsteiner, 2022; Holbrook, 1986). Indeed, a
variety of research indicates that consumers of different genders, primarily males and females, might use significantly
different processing strategies to form brand-specific decisions (Garaus & Wolfsteiner, 2022; Sethna et al., 2017). In
agreement with the ELM, the literature showed that females tend to take more central route to processing information
than males (Heppner et al., 1995; DePaulo et al., 1985).
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DePaulo and colleagues (1985) argued that in some situations female consumers would be more motivated to process
information more accurately about a brand and its offerings than males. This was in line with Petty and colleagues’
(1983) assessment of gender effects in advertising evaluations. Similarly, in the context of user generated content,
prior research showed that it can have significantly greater effects on female consumers than male consumers
(Assaker, 2020; Huang et al., 2019; Sethna et al., 2017). This is important because advertising is a major way that
marketers communicate with (i.e., access) different target segments. Similarly, on YouTube, consumers communicate
with other consumers in the form of user generated content such as vlogs. If gender processing differences exist, it is
important for advertisers to understand them in order to produce effective promotions for each segment. Similarly, it
would help consumers in understanding the effectiveness of vlogs and brand generated ads depending upon their
gender. Therefore, in line with the literature, the purpose of this research is to examine the "selectivity model" and its
prediction that males and females process advertisements using different strategies. Therefore,
H5: For females more than males, exposure to a user generated brand-related vlog on YouTube will
result in significantly more positive attitude toward the brand than brand generated advertising, in a
high involvement situation.
H6: For females more than males, exposure to a user generated brand-related vlog on YouTube will
result in significantly higher purchase intention than brand generated advertising, in a high
involvement situation.
METHOD
This empirical research involved a 2 (source: UGV versus BGA) X 2 (involvement: high versus low) X 2 (gender:
male versus female) between-subjects research design. Prior to execution, the research was approved by the
Institutional Review Board (IRB).
Participants
After obtaining Institutional Review Board (IRB) approval, data were collected from a major Southeastern USA public
university through a research participation pool consisting of students taking various levels of marketing
communication courses. College students are suitable for this study, in line with the literature (Boerman et al., 2018;
Shi et al., 2018; Weismueller et al., 2020), considering that young consumers have frequently been targeted by major
video marketing campaigns in Europe, America and the Asia-Pacific region as younger consumers are heavy users of
social media platforms such as YouTube (Aslam, 2022; Needle, 2022). Behavioral sciences have increasingly relied
on student participant pools for research recruitment (Rocchi et al., 2016). Research participant pools offer specific
advantages to researchers. First, they increase the rates of participation in research, which, in turn, helps minimize
issues related to self-selection bias and promotes more representative normal distributions of participants based on
several characteristics such as intelligence, socioeconomic status, openness to experience, and motivational
orientations (Sharp et al., 2006). They can also help colleges and universities achieve their objectives of providing
experiential learning opportunities for their students (Taraban & Logue, 2012), which can enhance students’
educational experiences (Lopatto, 2007). Participation in research studies through a participation pool is associated
with increased understanding of psychology and its concepts (Landrum & Chastain, 1995; Moyer & Franklin, 2011).
For many students, their experience as a research pool participant is an interesting and enjoyable interaction with
scientific research (Sullivan & Lashley, 2009). Additionally, research suggests that participating in subject pools
inspires an interest in research as well as teaches transferable skills that are useful in other domains (Trafimow et al.,
2006). Therefore, the sampling frame and technique used in this study were suitable to the purpose of the research.
A total of 194 undergraduate students (n=194) were recruited for the study. Students received extra credits in exchange
for their participation from their course instructors. Among the 875 students in the participation pool, 198
undergraduate students signed up for the study by clicking on the Qualtrics survey link included in the invitation email.
The Qualtrics survey took about 25-30 minutes to complete. Four students did not completely survey after signing up
for the study, resulting in 194 valid responses. The average age of participants was 21 years. The sample was normally
distributed in terms of the gender of participants, with 52% females (n=100) and 48% males (n=94). The participants
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represented different racial backgrounds adding to the validity of outcomes by avoiding any situational biases, with
78% Whites (n=151), 14% Hispanics (n=27), 7% Blacks (n=14).
Research Design
After consenting to participate in the study, the participants were randomly assigned to one of the four experimental
conditions, each involving an authentic YouTube video published either by a user or by a brand. Multiple pre-tests
were conducted to determine the appropriate stimuli for this study (Diwanji & Cortese, 2020; 2021; Mishra, 2015).
Stimuli
The stimuli videos for the brand-generated condition were taken from the brands’ official YouTube channels.
Whereas, for the user-generated condition, the videos were selected based on the fact that they were created by the
users of the brands and they did not showcase specifically stronger or weaker arguments about the brand. Though the
user-generated videos were neutral in nature, they were of the similar quality as that of official brand-generated ads.
Two external researchers and two digital marketing practitioners were consulted to ascertain the neutrality of the
consumer generated video. This helped in eliminating any sort of bias in the select and also ensured researcher and
data triangulation (Ritala et al., 2013) and increased the face and ecological validities of the stimulity (Herziger et al.,
2017). The lengths of the videos were identical to one another in each experimental condition. The stimuli were
designed in line with the prior research (Blythe & Cairns, 2009; Copley, 2004; Kaandorp, 2010). To determine the
stimuli, separate pre-tests were conducted to identify a product category and features.
Pretest 1. Product Category.
In the first pre-test, 42 participants (n=42) were recruited from a major South-eastern USA public university.
Participants were asked to select the most popular product category from the given list of 20 different categories as
obtained from the FCB grid (Ratchford, 1987). The FCB grid helped in assessing the level of product involvement, in
terms of level of thinking (high/low) and level of feeling (high/low) (Ratchford, 1987). This was in agreement with
the prior research (e.g., Claeys et al., 1995; Geuens et al., 2011; Shamdasani et al., 2001). Two independent lists of
product categories were used for both high- and low-involvement conditions. For each list, subject’s interest in a
particular product category was measured on a 7-point scale anchored by ‘Not Interesting as 1’ and ‘Interesting as 7’
(Hansen et al., 2014; Zaichkowsky, 1996). As a result, a candy bar (M=5.18, SD=2.78) was selected as a product
category for the low involvement condition and a video game console (M=5.50, SD=3.10) was selected as a product
category for the high involvement condition.
Pre-test 2. Brand Familiarity.
In pre-test 2, another set of 42 participants (n=42) were recruited from a major Southeaster USA public university.
Participants were asked to rate their familiarity for different brands of the selected product category from the first pretest. A 7-point three item semantic scale was used to measure subjects’ brand familiarity for high- and lowinvolvement conditions (Biswas 1992; Hansen et al., 2014). This was in line with the literature (e.g., McClure &
Seock, 2020; Kuehnl et al., 2019; Vaidyanathan, 2000). Two independent lists of brands were used for both high- and
low-involvement conditions. From the responses collected in the pre-test 2, two brands with moderate familiarity
scores were selected for each experimental condition (Hansen et al., 2014). After analyzing the responses from the
second pre-test, the Reese’s Peanut Butter Cups brand was selected for the low involvement condition (M=6.42,
SD=1.22) and the Nintendo Switch brand was chosen for the high involvement condition (M=4.12, SD=1.16).
In addition to the pre-tests, a pilot test including a separate sample of 60 participants (n=60) was also conducted to
ensure that users could easily differentiate between the two sources of YouTube video, thus supporting the
manipulation of the stimuli. The participants were recruited from a major South-eastern USA public university. It was
found that of those who were assigned to the brand-generated ads condition, 94% identified the source as the
brand/marketer. Similarly, participants who were assigned to the user generated brand-related vlog conditions 89%
identified the source as another consumer. Additionally, another manipulation check was conducted regarding the
level of involvement. The independent samples t-test results showed that the participants showed greater level of
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involvement (t(58)=1.94, p<.01) with the product shown in the high involvement condition and they showed lesser
involvement (t(58)=1.89, p<.01) with the product shown in the low involvement condition.
Procedure
An online experimental survey was used on Qualtrics, wherein the participants were randomly assigned to one of the
four experimental conditions, namely, a) high involvement brand generated video, b) high involvement user generated
vlog, c) low involvement brand generated video, d) low involvement user generated vlog. After watching the complete
video, the participants answered the manipulation check question. The manipulation check for the user generated and
brand generated content conditions helped in ensuring that the participants were able to recognize the type of brandrelated information they were randomly exposed to (Dai & Sheng, 2022; Pass et al., 2018; Roy & Sharma, 2015). The
example manipulation check item was ‘I believe that the video I just watched was created by a consumer like me
(1=Strongly Disagree to 7=Strongly agree). Additionally, multiple attention check questions were used across the
questionnaire to ensure that the participants paid attention to the questions (Ahn et al., 2022; Oppenheimer et al., 2009;
Wang & Kim, 2019). The participants were asked to answer a series of questions to measure brand attitude and
purchase intention. After the questions about the main dependent variables, they were asked demographics-related
questions to determine the participant characteristics. At the end, they were debriefed and thanked for their time.
Measures
Attitude Toward the Brand
To operationalize the attitude towards the brand measure, the present study used a 7-point semantic differential items
scale. The pool of five items for measuring attitude toward the brand (Ab) were adapted from (Spears & Singh, 2004)
(alpha = .94). The items comprised of unappealing/appealing, bad/good, unpleasant/pleasant, unfavorable/favorable
and unlikable/ likable.
Purchase Intention
This study borrowed from Spears & Singh’s research (2004) for the items of measurement for purchase intention with
a composite alpha of 0.97. The five item 7-point semantic differential scale included: never/definitely, definitely do
not intend to buy/definitely intend, very low/high purchase interest, definitely not buy it/definitely buy it and probably
not/probably buy it.
RESULTS
The manipulation check items were tested to ensure that the manipulations worked as expected. The independent
samples t-test showed that the participants in both user-generated (t(190)=2.11, p<.001) and brand generated video
conditions (t(190)=2.01; p<.001) were able to correctly identify the type of content they were exposed to. Thus, the
manipulations were successful. The Shapiro-Wilk test was conducted for each group separately to check the normality
assumptions. The data was normally distributed as p>.05 for each condition (Yap & Sim, 2011). Similarly, Levene’s
test was carried out and assumptions for homogeneity of variance were met (p>.05) (Chen et al., 2015; Permarupan et
al., 2014).
In H1, user generated brand related vlog on YouTube was predicted to have a greater impact on attitude toward the
brand than branded ad. The independent samples t-test showed that there was a significant difference in the scores of
the user generated brand-related vlog condition (M=5.67; SD=1.18) and the brand generated ad condition (M=5.58;
SD=1.26); t(190)=2.79, p<.01. Hence, this hypothesis was supported. H2 posited that in high involvement condition,
user generated brand-related vlog would exert a greater impact on attitude toward the brand than branded ad, as against
low involvement condition. The test of between-subjects effects showed that there was a significant difference in the
scores of the user generated brand-related vlog and branded ad, F(1,188)=2.92, p<.05, for high product involvement.
Thus, H2 was supported. (See Figure 1).
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Figure 1. Interaction Between Attitude Toward the Brand and YouTube Video Source and Involvement
Level.

In H3, user generated brand-related vlog was predicted to have a greater impact on purchase intention than branded
ad. The independent samples t-test showed that there was not a significant difference in the scores of the user generated
brand-related vlog condition (M=5.51; SD=1.46) and the brand generated ad condition (M=5.48; SD=1.58); t(190)=1.19,
p=.061. However, it can be said that the relationship was approaching significance. Hence, H3 could be said to be
partially supported. H4 posited that in high involvement condition, user generated brand-related vlog would have a
greater impact on purchase intention than branded ad, as against low involvement condition. The two-way analysis of
variance showed that there was a significant difference in the scores of the user generated brand-related vlog condition
and the brand generated ad condition, F(1,188)=7.28, p<.05, for high product involvement. Thus, H4 was supported.
(See Figure 2).
In H5, it was posited that female consumers on YouTube more than males, would have a significantly higher attitude
toward the brand for brand-related vlog than branded ad, when they are highly involved into the product being shown
in the video. The findings showed that there was not a significant three-way interaction, F(7, 184)=1.691, p=.113. While
product involvement and source of video had a statistically significant impact on attitude toward the brand (p<.05),
gender did not have a statistically significant impact both at individual interaction and at aggregate interaction levels
(p=.958). Thus, H5 was not supported.
H6 proposed that female consumers on YouTube more than males, would have a significantly higher purchase
intention toward brand-related vlog than branded ad, when they are highly involved into the product. As per the results,
there was not a statistically significant three-way interaction effect of product involvement, source of video and gender
on purchase intention, F(7,184)=.807, p=.582. Once again, both product involvement and source of video had a
statistically significant impact on purchase intention (p<.05), however gender didn’t seem to have a statistically
significant impact (p=516). Therefore, H6 was not supported.
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Figure 2. Interaction between Purchase Intention and YouTube video source and involvement level.

DISCUSSION
The primary objective of this research was to compare the effects of user generated vlogs and brand generated ads on
YouTube on consumer decisions. ELM guided this empirical investigation of the ever-increasing phenomenon of
vlogs. The findings of this research provided some interesting insights. Results showed that there were no significant
differences in how consumers of different genders were likely to develop attitude toward the brand and purchase
intention, as a result of their exposure to either user generated vlog or branded ad on YouTube, based on their
involvement level. These findings were not in line with the literature, which suggested that females were seen to
develop a higher amount of skepticism for online purchasing than males based on their exposure to the brand related
content as well as their involvement level (Rodgers & Harris, 2003). A possible interpretation of this scenario, could
be that consumers regardless of the gender differences, tend to still rely on the traditional brand-generated information,
when it comes to making purchase decisions for higher involvement products. But, conversely, for products with low
involvement decisions, relying solely on what others said about the product or brand was considered to be significant
enough to develop a positive purchase intention, accounting for the relatively lower amount of risk involved as an
outcome of the purchase behavior. This was in agreement with the ELM (Petty & Cacioppo, 1986). This finding has
important implications for advertising practitioners and influencers on YouTube who still follow traditional reasoning
and highlight the subjective aspects of product purchase and use when either gender is their target market (Darley &
Smith, 1995). The findings leave the content creators with more flexibility when choosing attributes to emphasize
(i.e., tangible or intangible) in brand-specific video content such as ads or vlogs.
The results also helped in extending the implications of the ELM by incorporating the gender effects in consumer
evaluations of brand-specific communication originating from the firm as well as other consumers in the form of
YouTube vlogs. Keeping gender effects aside, consumers on YouTube would develop a higher attitude toward the
brand as a result of exposure of user generated brand-related vlog as against brand generated ad, when they are highly
involved into the purchase. On the contrary, their level of involvement did not seem to have a significant impact on
how they formed purchase intention for either user generated vlog or brand generated ad on YouTube.
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Given these findings, online advertisers on YouTube could consider incorporating user-generated vlogs as part of their
campaigns in order to gain higher responses toward their brands. Thus, this study confirms that consumers prefer more
experience-based, objective, and logical information about a brand and its offerings, often in the form of consumer
generated content such as vlogs on YouTube, when they are highly involved in the purchase situation (Filieri et al.,
2018). The high involvement consumers, hence, follow a central route of processing brand-specific information and
accordingly form their brand-specific attitudes and intentions (Petty & Cacioppo, 1986; Hollis, 2005).
As evident in this research, social media such as YouTube can be an important tool for brand managers. In particular,
user generated vlogs can be useful for establishing relationships with consumers (Tanha, 2018). Consumers who view
vloggers as similar to them will likely develop relationship with the vlogger and have the same positive brand
evaluations as the vlogger (Chen & Dermawan, 2020; Gannon & Prothero, 2019). This study supports the use of
YouTube vlogging for developing consumer-brand relationship. For example, user generated testimonial videos could
be a great way to promote brand-specific content among users on YouTube. It could also help brands in identifying
influencers in their niche with whom they can collaborate to spread the awareness and engagement of their products
and services. The user generated brand-related vlogs created on YouTube could be promoted on other platforms such
as Facebook, Instagram, and TikTok. Sharing the spotlight with consumers could help brands in growing a stronger
base of loyal customers and add authenticity to brand marketing (Silaban et al., 2022). Brands can benefit from usergenerated vlogs without having to create and publish expensive video advertisements on TV and other digital
platforms.
Theoretical Implications
The present study extends the existing literature related to consumer generated content as it examined the influence
of product involvement, source of brand related content and gender on attitude toward the brand and purchase
intention. The outcomes of this study were in line with Laurence and colleagues’ (2013) findings that consumers tend
to have higher trust in the content generated by other consumers rather than by the advertiser. This was also supported
by the literature (Lee & Watkins, 2016; Munnukka et al., 2019). The study also found support in Diwanji and Cortese’s
(2020; 2021) findings that consumers prefer brand-related content created by other consumers rather than relying on
only brand-generated information. So, by developing a positive attitude about the brand, the consumers who produce
brand-related vlogs on YouTube can potentially influence the purchase decisions of the other consumers (Chen &
Dermawan, 2020; Tolunay & Ekizler, 2021). Also, the empirical evidence as provided by this study support the
findings of prior studies that set out that consumer generated content is seen by the consumers as assisting in their
purchase decisions (Batra & Ray 1985; Diwanji & Cortese; 2020; Laaksonen, 1994; Phelps, 1991; Zaichkowsky,
1996). The findings of this study were also in line with the main theoretical construct, the ELM (Petty & Cacioppo,
1986). The findings help advance the application of the ELM in the context of influencer-follower relationships on
social media (e.g., Lou, 2022), as well as the literature on advertisement-involvement fit (De Cicco et al., 2021; Kim
& Kim, 2021; Till & Busler, 1998). Drawing on the ELM and the principles of product involvement, the findings
showed that the involvement level plays a significant role in the interplay between the congruence between brandrelated content either as ads or user generated vlogs and people’s evaluations in terms of attitudes and purchase
intentions. Thus, this study contributes to the ELM and product involvement literature (Bronnenberg & Vanhonacker,
1996; Dens & De Pelsmacker, 2010; Gordon et al., 1998; Petty & Cacioppo, 1986) in relation to comparing the effects
of brand generated versus user generated content on YouTube users’ purchase decisions. This study explicated a dual
information-processing (i.e., central or peripheral) approach among consumer when they are exposed to either brand
generated or user generated content on YouTube. The findings are consistent with an underlying principle of ELM—
that consumer take a central route to process a message when they are exposed to a highly relevant brand message. In
summary, these findings support the principles of ELM and product involvement in the context of the influencer and
vlogger economy on YouTube that level of product involvement serves an important role in influencing consumers’
brand-specific attitudes and behavioral intentions. In addition, the study contributes to extending prior work on
consumer behavior within the social media context and consumer generated content such as vlogs via social media
(Cheong et al., 2021; Kim & Lee, 2017; Weber et al., 2021). It provides empirical evidence of comparisons between
brand generated and consumer generated content on YouTube in terms of their effects on user decisions. Especially
in the post-COVID ‘next normal,’ as consumers increasingly turn to non-traditional sources of brand-related content
such as user generated content, this study can encourage prospective scholars to investigate the effects of consumer
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generated content in different formats and across different digital platforms on other consumers’ decisions. It could
be said that marketers may want to find a suitable trade-off between their advertising on YouTube and the brandrelated vlogs created by consumers on YouTube, in order to shape positive brand attitudes. Additionally, this study
also offers an important future avenue research for comparing the effects of sponsored versus non-sponsored consumer
generated vlogs.
Practical Implications
This study had important implications for the marketers who use YouTube as a platform to promote their brand. The
online advertisers on YouTube should look to include the vlogs generated by consumers about their brand as a part of
their overall content strategy on YouTube (Cheong & Morrison, 2008). Vlogs are fruitful for brands looking to connect
to the modern consumer. Brands can use a vlog channel to put a face on an otherwise faceless company. Consumers
can better relate to and engage with the individual in the vlog who shows them how this brand impacts his or her own
life. Vlogs also help connect with the audience to build a community around the channel. With more channel viewers
comes a higher engagement and impression rating of related prospects. When brands have a strong community of
viewers, they can then create a strong batch of customers who are loyal to the brand’s mission, lifestyle, and products
or services. Moreover, vlogs are a great opportunity for strong search engine optimization (SEO). A brand’s search
presence and online visibility are amplified when they use user generated vlogs on a variety of channels, back-linking
between the vlog and other web pages owned by brand. Basically, vlogs can help create an interwoven map of
backlinks that can strongly boost brand’s search engine presence. Plus, consumers will like and subscribe to brand’s
YouTube channels, which is taken as a social proof by search engines’ optimization algorithms.
Another important implication of the present study for the marketers was that they can include consumers as endorsers
in their YouTube messaging rather than using the celebrity endorsers. The YouTube advertisers can also use such
user-generated brand-related vlogs as an effective market research tool to find out about the tastes, preferences, and
attitudes of their target audiences with reference to the dissemination of information, as suggested by Puri (2007). On
the other hand, vloggers who regularly generate and publish brand-related videos on YouTube should look use this in
their advantage for getting sponsorships from the advertisers, in the form of endorsements. Indeed, it should be worth
mentioning here that the findings of the current study are limited in nature, so the implications should not be used in
favor of user generated brand-related vlogs on YouTube, by completely disregarding the traditional brand generated
advertising. Overall, user generated vlogs on YouTube can help puts a face to a brand to help engage with the audience,
build a community, and show off brand personality. They can also help brands rank higher in search results, increase
conversion rates, widen marketing impressions and reach, and strengthen relationships with consumers.
LIMITATIONS AND FUTURE DIRECTIONS
There were certain limitations in the present study that can contribute to the potential future studies on consumer
generated content on YouTube. Firstly, as is common with the most experimental design studies, the size of the sample
limited the generalizability of the research outcomes. The study sample consisted only of the university undergraduate
students, who may not represent the opinions and views of different types of real consumer segments. Therefore, the
findings of the present study could not be generalized to larger populations of consumers who use YouTube to access
user generated brand-related vlogs. Another important limitation was that the present study only used two actual
brands as stimuli. The present study did not make comparisons between those who subscribe to the vloggers’ channels
on YouTube as against those who don’t. And for this purpose, the study of such nature should approach the actual
subscribers and not just students as participants in order to get precise information about attitude toward the brand and
purchase intention based on the exposure to the user generated brand-related vlogs.
The future research in this area has the opportunity to fix the limitations of the present study as mentioned above.
First, the current research can easily be replicated in the future, but with a much larger sample size. Similarly,
conceptual replications of this study can use different product categories and brands, including fictitious brands, than
used in this research to better understand the comparative effects. Doing so will increase the statistical power and add
to the statistical significance between the independent and dependent variables, in the presence of a covariate.
Additionally, future studies can attempt to replicate the present study by deploying different product and brand
involvement levels (e.g., brands with low familiarity). Further, the sample should be pulled from the general
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population rather than from the students in a university, as it helps in enhancing the generalizability of the outcomes
of the future study. The future study should use fake brands instead of using actual brands to eliminate the effects of
brand familiarity and knowledge. The future studies that measure the influence of consumer generated brand-related
content on users’ brand attitudes and purchase intentions, should definitely look at other important platforms such as
the brand’s own websites, online brand-related discussion forums, as well as social media websites such as Facebook,
Twitter and Instagram to name a few. A cross-platform comparison of the results could provide a superior
understanding of how consumers evaluate brand-related user generated messages as against brand’s own advertising.
REFERENCES
Ahn, J. J., Choi, E. K. C., & Joung, H. W. (2022). Promoting hotel upselling: The effect of message appeal and delivery
setting on consumer attitude and purchase intention. Journal of Hospitality and Tourism Management, 52, 295-303.
https://doi.org/10.1016/j.jhtm.2022.07.009
Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer purchase intention.
International Journal of Information Management, 42, 65-77.
Andrews, J. C., & Shimp, T. A. (1990). Effects of involvement, argument strength, and source characteristics on
central and peripheral processing of advertising. Psychology and Marketing, 7(3), 195–214.
Angst, C., & Agarwal, R. (2009). Adoption of electronic health records in the presence of privacy concerns: The
elaboration likelihood model and individual persuasion. MIS Quarterly, 33(2), 339–370.
Areni, C. S., Ferrell, M. E., & Wilcox, J. B. (2000). The persuasive impact of reported group opinions on individuals
low vs. high in need for cognition: Rationalization vs. biased elaboration? Psychology and Marketing, 17(10), 855–
875.
Aslam, S. (2022). YouTube by the numbers. Retrieved from https://www.omnicoreagency.com/youtube-statistics/.
Assaker, G. (2020). Age and gender differences in online travel reviews and user-generated-content (UGC) adoption:
extending the technology acceptance model (TAM) with credibility theory. Journal of Hospitality Marketing &
Management, 29(4), 428-449.
Austin, R., (2022). Reach potential customers at every stage of the funnel with video. Retrieved from
https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-videoads/?utm_medium=email&utm_source=d-content-alert&utm_team=twg-us&utm_campaign=TwG-US-NL-2022-0705-Content-Newsletter-Tuesday-Roundup-Knak&utm_content=arti.
Ballon, P., Van Hoed, M., & Schuurman, D. (2018). The effectiveness of involving users in digital innovation:
Measuring the impact of living labs. Telematics Informatics, 35(5), 1201-1214.
Bansal, G., Zahedi, F. M., & Gefen, D. (2015). The role of privacy assurance mechanisms in building trust and the
moderating role of privacy concern. European Journal of Information Systems, 24(6), 624–644.
https://doi.org/10.1057/ejis.2014.41
Batra, R., & Ray, M. L. (1985). How advertising works at contact, psychological processes and advertising effects.
Hillsdale, NJ: Lawrence Erlbaum.
Bayazit, Z., Durmus, B., & Yildirim, F. (2017). Can Vloggers Characteristics Change Online-Shopping Intentions?
The Role of Word of Mouth Effect as A Communication Tool. Online Academic Journal of Information Technology,
8(26), 23–40.

62

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Blythe, M., & Cairns, P. (2009). Critical methods and user generated content: The iPhone on YouTube. In
Proceedings of the SIGCHI Conference on Human Factors in Computing Systems, 1467-1476.
https://doi.org/10.1145/1518701.1518923
Boerman, S. C., van Reijmersdal, E. A., Rozendaal, E., & Dima, A. L. (2018). Development of the persuasion
knowledge scales of sponsored content (PKS-SC). International Journal of Advertising, 37(5), 671-697.
Boerman, S. C., & Van Reijmersdal, E. A. (2020). Disclosing influencer marketing on YouTube to children: The
moderating role of para-social relationship. Frontiers in Psychology, 10, 3042.
Briñol, P., Petty, R. E., & Barden, J. (2007). Happiness versus sadness as a determinant of thought confidence in
persuasion: A self- validation analysis. Journal of Personality and Social Psychology, 93(5), 711–727.
Bronnenberg, B. J., & Vanhonacker, W. R. (1996). Limited choice sets, local price response, and implied measures
of price competition. Journal of Marketing Research, 33(2), 163-173.
Brown, M., Pope, N., & Voges, K. (2003). Buying or browsing: An exploration of shopping orientations and online
purchase intention. European Journal of Marketing, 37(11/12), 1666–1684.
Burgess, Jean, & Green, Joshua (2009). YouTube: Online Video and Participatory Culture (2009th ed.). Cambridge:
Polity Press.
Campbell, C., Pitt, L. F., Parent, M., & Berthon, P. R. (2011). Understanding Consumer Conversations Around Ads
in a Web 2.0 World. Journal of Advertising, 40(1), 87–102.
Castillo-Abdul, B., Jaramillo-Dent, D., & Romero-Rodríguez, L. (2021). 'How to Botox' on YouTube: Influence and
beauty procedures in the era of user-generated content. International Journal of Environmental Research and Public
Health, 18(8), 4359.
Chatterjee, A., & Hunt, J. M. (2005). The relationship of character structure to persuasive communication in
advertising. Psychological Reports, 96(1), 215–221.
Chang, Y.-T., Yu, H., & Lu, H.-P. (2015). Persuasive messages, popularity cohesion, and message diffusion in social
media marketing. Journal of Business Research, 68(4), 777–782.
Chebat, J.-C., Vercollier, S. D., & Gélinas-Chebat, C. (2003). Drama advertisements: Moderating effects of selfrelevance on the relations among empathy, information processing, and attitudes. Psychological Reports, 92(3), 997–
1014.
Chen, Y. J., Ning, W., & Gupta, A. K. (2015). Jackknife empirical likelihood method for testing the equality of two
variances. Journal of Applied Statistics, 42(1), 144-160.
Chen, Y., Yang, L., Zhang, M., & Yang, J. (2018). Central or peripheral? Cognition elaboration cues’ effect on users’
continuance intention of mobile health applications in the developing markets. International Journal of Medical
Informatics, 116, 33–45.
Chen, J. L., & Dermawan, A. (2020). The influence of YouTube beauty vloggers on Indonesian consumers’ purchase
intention of local cosmetic products. International Journal of Business and Management, 15(5), 100-116.
Chen, J. L., & Panyaruang, C. (2021). Attitudes of Young Consumers in Chiang Mai, Thailand toward YouTube
Online Video and Audio Advertising. Advances in Management and Applied Economics, 11(5), 73-86.
Cheng, V. T. P., & Loi, M. K. (2014). Handling negative online customer reviews: The effects of elaboration
likelihood model and distributive justice. Journal of Travel and Tourism Marketing, 31(1), 1–15.

63

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Cheong, H. J., & Morrison, M. A. (2008). Consumers’ reliance on product information and recommendations found
in UGC. Journal of Interactive Advertising, 8 (2), 38–49.
Cho, C. H. (1999). How advertising works on the WWW: Modified elaboration likelihood model. Journal of Current
Issues & Research in Advertising, 21(1), 34-50.
Cho, H., & Park, B. (2014). Testing the moderating role of need for cognition in smartphone adoption. Behaviour and
Information Technology, 33(7), 704–715.
Chou, H. Y., & Singhal, D. (2017). Nostalgia advertising and young Indian consumers: The power of old songs. Asia
Pacific Management Review, 22(3), 136-145.
Claeys, C., Swinnen, A., & Abeele, P. V. (1995). Consumer's means-end chains for “think” and “feel”
products. International Journal of Research in Marketing, 12(3), 193-208
Copley, P. (2004). Marketing Communications Management. Burlington, MA: SAGE Publications.
Coulter, K. S., & Punj, G. N. (2004). The effects of cognitive resource requirements, availability, and argument quality
on brand attitudes: A melding of elaboration likelihood and cognitive resource matching theories. Journal of
Advertising, 33(4), 53–64.
Cushing, P., & Douglas-Tate, M. (1985). The Effect of People/Product Relationships on Advertising Processing:
Psychological Processes and Advertising Effects: Theory, Research, and Applications, Hillsdale, NJ: Lawrence
Erlbaum.
Cyr, D., Head, M., Lim, E., & Stibe, A. (2018). Using the elaboration likelihood model to examine online persuasion
through website design. Information & Management, 55(7), 807–821.
Dai, J., & Sheng, G. (2022). Advertising strategies and sustainable development: The effects of green advertising
appeals and subjective busyness on green purchase intention. Business Strategy and the Environment, ahead-of-print
(ahead-of-print). https://doi.org/10.1002/bse.3092.
Darley, W., & Smith, R. (1995). Gender differences in information processing strategies: An empirical test of the
selectivity model in advertising response. Journal of Advertising, 24(1), 41–56.
Daugherty, T., Eastin, M. S., & Bright, L. (2008). Exploring consumer motivations for creating user-generated content.
Journal of Interactive Advertising, 8(2), 16–25.
De Cicco, R., Iacobucci, S., & Pagliaro, S. (2021). The effect of influencer–product fit on advertising recognition and
the role of an enhanced disclosure in increasing sponsorship transparency. International Journal of Advertising, 40(5),
733-759.
Dehghani, M., Niaki, M. K., Ramezani, I., & Sali, R. (2016). Evaluating the influence of YouTube advertising for
attraction of young customers. Computers in Human Behavior, 59, 165-172.
De Jans, S., Cauberghe, V., & Hudders, L. (2018). How an advertising disclosure alerts young adolescents to
sponsored vlogs: The moderating role of a peer-based advertising literacy intervention through an informational vlog.
Journal of Advertising, 47(4), 309-325.
Demba, D., Chiliya, N., Chuchu, T., & Ndoro, T. (2019). How user-generated content advertising influences consumer
attitudes, trust and purchase intention of products and services. Communicare: Journal for Communication Sciences
in Southern Africa, 38(1), 136-149.

64

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

DePaulo, B. M., Stone, J. I., & Lassiter, G. D. (1985b). Telling ingratiating lies: Effects of target sex and target
attractiveness on verbal and nonverbal deceptive success. Journal of Personality and Social Psychology, 48, 11911203.
Diwanji, V. S., & Cortese, J. (2020). Contrasting user-generated videos versus brand-generated videos in e-commerce.
Journal of Retailing and Consumer Services, 54, 102024.
Diwanji, V. S., & J. Cortese (2021). Comparing the Impact of Presentation Format of Consumer Generated Reviews
on Shoppers’ Decisions in an Online Social Commerce, Journal of Electronic Commerce Research, 22(1), 22-4.
Djafarova, E., & Kramer, K. (2019). YouTube advertising: Exploring its effectiveness. The Marketing Review, 19(12), 127-145.
Dotson, M. J., & Hyatt, E. M. (2000). Religious symbols as peripheral cues in advertising: A replication of the
elaboration likelihood model. Journal of Business Research, 48(1), 63–68.
Duffett, R., Petroșanu, D. M., Negricea, I. C., & Edu, T. (2019). Effect of YouTube marketing communication on
converting brand liking into preference among millennials regarding brands in general and sustainable offers in
particular. Evidence from South Africa and Romania. Sustainability, 11(3), 604.
Dunn, K., & Harness, D. (2019). Whose voice is heard? The influence of user-generated versus company-generated
content on consumer scepticism towards CSR. Journal of Marketing Management, 35(9-10), 886-915.
Ertimur, B., & Gilly, M. C. (2012). So Whaddya Think? Consumers Create Ads and Other Consumers Critique Them.
Journal of Interactive Marketing, 26(3), 115–130.
Febriyantoro, M. T. (2020). Exploring YouTube Marketing Communication: Brand awareness, brand image and
purchase intention in the millennial generation. Cogent Business & Management, 7(1), 1787733.
Filieri, R., Hofacker, C. F., & Alguezaui, S. (2018). What makes information in online consumer reviews diagnostic
over time? The role of review relevancy, factuality, currency, source credibility and ranking score. Computers in
Human Behavior, 80, 122-131.
Fiset, J., Al Hajj, R., & Vongas, J. G. (2017). Workplace ostracism seen through the lens of power. Frontiers in
Psychology, 8, 1528.
Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to theory and research.
Mass: Addison-Wesley Pub. Co.
Flores, W., Chen, V., & Ross, W. (2014). The effect of variations in banner ad, type of product, website context, and
language of advertising on Internet users’ attitudes. Computers in Human Behavior, 31, 37-47.
Frew, P. M., Kriss, J. L., Chamberlain, A. T., Malik, F., Chung, Y., Cortés, M., & Omer, S. B. (2016). A randomized
trial of maternal influenza immunization decision-making: A test of persuasive messaging models. Human Vaccines
& Immunotherapeutics, 12(8), 1989–1996.
Frobenius, M. (2014). Audience design in monologues: How vloggers involve their viewers. Journal of Pragmatics,
72, 59–72.
Gannon, V., & Prothero, A. (2018). Beauty bloggers and YouTubers as a community of practice. Journal of Marketing
Management, 34(7-8), 592-619.
Garaus, M., & Wolfsteiner, E. (2022). Media multitasking, advertising appeal, and gender effects. Review of
Managerial Science, 1-29.

65

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Geuens, M., De Pelsmacker, P., & Faseur, T. (2011). Emotional advertising: Revisiting the role of product
category. Journal of Business Research, 64(4), 418-426.
Google.
2015Q1
Google
earnings
release
(Annual)
https://abc.xyz/investor/pdf/2015Q1_google_earnings_release.pdf

(2015).

Retrieved

from

Gordon, M. E., McKeage, K., & Fox, M. A. (1998). Relationship marketing effectiveness: the role of
involvement. Psychology & Marketing, 15(5), 443-459.
Gremler, D., Gwinner, K., Henning-Thurau, T., & Walsh, G. (2004). Electronic word-of-mouth via consumer-opinion
platforms: What motivates consumers to articulate themselves on the Internet? Journal of Interactive Marketing,
18(1), 38–52.
Gu, J., Xu, Y. C., Xu, H., Zhang, C., & Ling, H. (2017). Privacy concerns for mobile app download: An elaboration
likelihood model perspective. Decision Support Systems, 94, 19–28.
Gunelius, S. (2010). The Shift from CONsumers to PROsumers [News]. Retrieved from
http://www.forbes.com/sites/work-in-progress/2010/07/03/the-shift-from-consumers-to-prosumers/#35ac5758543f
Han, J.-T., Chen, Q., Liu, J.-G., Luo, X.-L., & Fan, W. (2018). The persuasion of borrowers’ voluntary information
in peer to peer lending: An empirical study based on elaboration likelihood model. Computers in Human Behavior,
78, 200–214.
Hansen, S. S., Lee, J. K., & Lee, S.-Y. (2014). Consumer-generated ads on YouTube: Impacts of source credibility
and need for cognition on attitudes, interactive behaviors, and EWOM. Journal of Electronic Commerce Research,
15(3), 254–266.
Heppner, M. J., Humphrey, C. F., Hillenbrand-Gunn, T. L., & DeBord, K. A. (1995). The differential effects of rape
prevention programming on attitudes, behavior, and knowledge. Journal of Counseling Psychology, 42(4), 508.
Herziger, A., Benzerga, A., Berkessel, J., Dinartika, N. L., Franklin, M., Steinnes, K. K., & Sundström, F. (2017). A
study protocol for testing the effectiveness of user-generated content in reducing excessive consumption. Frontiers in
Psychology, 8, 972.
Holbrook, M. B. (1978). Beyond attitude structure: Toward the informational determinants of attitude. Journal of
Marketing Research, 15(4), 545-556.
Hollis, N. (2005). Ten years of learning on how online advertising builds brands. Journal of Advertising
Research, 45(2), 255-268.
Horst, M., Kuttschreuter, M., & Gutteling, J. M. (2007). Perceived usefulness, personal experiences, risk perception
and trust as determinants of adoption of e-government services in The Netherlands. Computers in Human Behavior,
23(4), 1838–1852.
Huang, T. Y., Chen, W. K., Chen, C. W., & Silalahi, A. D. K. (2022). Understanding How Product Reviews on
YouTube Affect Consumers’ Purchase Behaviors in Indonesia: An Exploration Using the Stimulus-OrganismResponse Paradigm. Human Behavior and Emerging Technologies, Online Publication, 2022.
Huo, D.., Li-Na, C., Li, F., Jing-Jing, Z., & Qiang-Rong, C. (2020). The Effects of Subtitle and Product Involvement
on Video Advertising Processing: Evidence from Eye Movements. Journal of Psychological Science, 43(1), 110.
Iskiev, M. (2022). 2022 video marketing report. Retrieved from https://blog.hubspot.com/marketing/video-marketingreport.

66

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Jaakkola, M. (2018). Vernacular reviews as a form of co-consumption: The user-generated review videos on YouTube.
MedieKultur: Journal of Media and Communication Research, 34(65), 10-30.
Jackson, L., Ervin, K., Gardner, P., & Schmitt, N. (2011). Gender and the Internet: Women Communicating and Men
Searching. Sex Roles: A Journal of Research, 44(5), 363–379.
Jin, Y., Shobowale, S., Koehler, J., & Case, H. (2012). The incremental reach and cost efficiency of online video ads
over tv ads. Retrieved from https://research.google/pubs/pub40426/
Jonas, J. R. O. (2010). Source credibility of company-produced and user-generated content on the Internet: An
exploratory study on the Filipino youth. Philippine Management Review, 17, 121-132.
Jones, D. A., Shultz, J. W., & Chapman, D. S. (2006). Recruiting through job advertisements: The effects of cognitive
elaboration on decision making. International Journal of Selection and Assessment, 14(2), 167–179.
Kaandorp, A. C. (2010). Consumer-generated advertisements: Examining and creating executions for Starbucks and
Chipotle commercials. In Advances in Culture, Tourism and Hospitality Research. Wagon Lane, Bingley: Emerald
Group Publishing Limited.
Kang, J. W., & Namkung, Y. (2019). The information quality and source credibility matter in customers’ evaluation
toward food O2O commerce. International Journal of Hospitality Management, 78, 189–198.
Kelman, H. C., & Hovland, C. I. (1953). Reinstatement of the communicator in delayed measurement of opinion
change. Journal of Abnormal and Social Psychology, 48, 327–335.
Kerr, G., Schultz, D. E., Kitchen, P. J., Mulhern, F. J., & Beede, P. (2015). Does traditional advertising theory apply
to the digital world? A replication analysis questions the relevance of the elaboration likelihood model. Journal of
Advertising Research, 55(4), 390– 400.
Kim, M. J., Chung, N., Lee, C.-K., & Preis, M. W. (2016). Dual-route of persuasive communications in mobile tourism
shopping. Telematics and Informatics, 33(2), 293–308.
Kim, A. J., & Johnson, K. K. (2016). Power of consumers using social media: Examining the influences of brandrelated user-generated content on Facebook. Computers in Human Behavior, 58, 98-108
Kim, D. Y., & Kim, H. Y. (2021). Influencer advertising on social media: The multiple inference model on influencerproduct congruence and sponsorship disclosure. Journal of Business Research, 130, 405-415.
Kirmani, A., & Shiv, B. (1998). Effects of source congruity on brand attitudes and beliefs: The moderating role of
issue-relevant elaboration. Journal of Consumer Psychology, 7(1), 25–47.
Kitchen, P. J., Kerr, G., Schultz, D. E., McColl, R., & Pals, H. (2014). The elaboration likelihood model: review,
critique and research agenda. European Journal of Marketing, 48(11/12), 2033-2050.
Kotler, P. & Armstrong, G. (2018). Principles of marketing (17th ed.). Pearson Education Inc., Prentice Hall.
Kraft, P., Rise, J., Sutton, S., & Røysamb, E. (2005). Perceived difficulty in the theory of planned behaviour: Perceived
behavioural control or affective attitude? British Journal of Social Psychology, 44(3), 479–496.
Kredentser, M. S., Fabrigar, L. R., Smith, S. M., & Fulton, K. (2012). Following what people think we should do
versus what people actually do. Social Psychological and Personality Science, 3(3), 341–347.

67

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Krishnamurthy, A., & Kumar, S. R. (2018). Electronic word-of-mouth and the brand image: Exploring the moderating
role of involvement through a consumer expectations lens. Journal of Retailing and Consumer Services, 43, 149-156.
Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective customer journey design: consumers’ conception,
measurement, and consequences. Journal of the Academy of Marketing Science, 47(3), 551-568.
Laaksonen, P. (1994). Consumer Involvement: Concepts and Research. London: Routledge.
Landrum, R. E., & Chastain, G. (1999). Subject pool policies in under- graduate-only departments: Results from a
nationwide survey. In Protecting Human Subjects: Departmental Subject Pools and Institutional Review Boards (pp.
25–42).
Lange, P. G. (2007). Publicly Private and Privately Public: Social Networking on YouTube. Journal of ComputerMediated Communication, 13(1), 361–380.
Le, T. D., Dobele, A. R., & Robinson, L. J. (2018). WOM source characteristics and message quality: the receiver
perspective. Marketing Intelligence & Planning, 36(4), 440-454.
Le, L. H., & Hancer, M. (2021). Using social learning theory in examining YouTube viewers’ desire to imitate travel
vloggers. Journal of Hospitality and Tourism Technology, 12(3), 512-532.
Leong, L.-Y., Hew, T.-S., Ooi, K.-B., & Lin, B. (2019). Do electronic word-of-mouth and elaboration likelihood
model influence hotel booking? Journal of Computer Information Systems, 59(2), 146–160.
Leonidou, C. N., & Skarmeas, D. (2017). Gray shades of green: Causes and consequences of green skepticism. Journal
of Business Ethics, 144(2), 401–415.
Lee, W. K. (2012). An elaboration likelihood model based longitudinal analysis of attitude change during the process
of IT acceptance via education program. Behaviour & Information Technology, 31(12), 1161–1171.
Lee, Y., & Koo, J. (2016). Can a celebrity serve as an issue-relevant argument in the elaboration likelihood model?
Psychology & Marketing, 33(3), 195–208.
Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury brand perceptions and intentions.
Journal of Business Research, 69(12), 5753-5760.
Lee, J. L., Frey, M., Frey, P., Hollin, I. L., & Wu, A. W. (2017). Seeing is engaging: Vlogs as a tool for patient
engagement. The Patient-Patient-Centered Outcomes Research, 10(3), 267-270.
Lee, J. K., Lee, S. Y., & Hansen, S. S. (2017). Source credibility in consumer-generated advertising in YouTube: The
moderating role of personality. Current Psychology, 36(4), 849-860.
Lewis, R., & Christin, A. (2022). Platform drama:“Cancel culture,” celebrity, and the struggle for accountability on
YouTube. New Media & Society, 24(7), 1632-1656.
Lopatto, D. (2007). Undergraduate research experiences support science career decisions and active learning. Life
Sciences Education, 6, 297–306.
Lou, C. (2022). Social media influencers and followers: Theorization of a trans-parasocial relation and explication of
its implications for influencer advertising. Journal of Advertising, 51(1), 4-21.
Lu, C. C., Wu, I. L., & Hsiao, W. H. (2019). Developing customer product loyalty through mobile advertising:
Affective and cognitive perspectives. International Journal of Information Management, 47, 101–111.

68

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Luo, C., Luo, X. R., Schatzberg, L., & Sia, C. L. (2013). Impact of informational factors on online recommendation
credibility: The moderating role of source credibility. Decision Support Systems, 56(1), 92–102.
Lutz, R. (1985). Affective and cognitive antecedents of attitude toward the ad: A conceptual framework. In
Psychological Processes and Advertising Effects: Theory, Research and Application, L. F. Alwitt and A. A. Mitchell,
eds. Hillsdale, NJ: Lawrence Erlbaum Associate.
MacKenzie, S., & Lutz, R. (1989). An empirical examination of the structural antecedents of attitude toward the ad
in an advertising pretesting context. Journal of Marketing, 53, 48–65.
Macinnis, D. J., Rao, A. G., & Weiss, A. M. (2002). Assessing when increased media weight of real- world
advertisements helps sales. Journal of Marketing Research, 39(4), 391–407.
Malaviya, P. (2007). The moderating influence of advertising context on ad repetition effects: The role of amount and
type of elaboration. Journal of Consumer Research, 34(1), 32–40.
Manca, S., Altoè, G., Schultz, P. W., & Fornara, F. (2020). The persuasive route to sustainable mobility: Elaboration
likelihood model and emotions predict implicit attitudes. Environment and Behavior, 52(8), 830–860.
Maoz, E., & Tybout, A. M. (2002). The Moderating role of involvement and differentiation in the evaluation of brand
extensions. Journal of Consumer Psychology, 12(2), 119–131
Mathur, S., Tewari, A., & Singh, A. (2021). Modeling the factors affecting online purchase intention: the mediating
effect of consumer’s attitude towards user-generated content. Journal of Marketing Communications, 1-20.
DOI: 10.1080/13527266.2021.1936126
Matthes, J., Wonneberger, A., & Schmuck, D. (2014). Consumers’ green involvement and the persuasive effects of
emotional versus functional ads. Journal of Business Research, 67(9), 1885–1893.
Mayrhofer, M., Matthes, J., Einwiller, S., & Naderer, B. (2020). User generated content presenting brands on social
media increases young adults’ purchase intention. International Journal of Advertising, 39(1), 166-186.
McClure, C., & Seock, Y. K. (2020). The role of involvement: Investigating the effect of brand's social media pages
on consumer purchase intention. Journal of retailing and consumer services, 53, 101975.
McGoogan, C. (2016). YouTube is now more popular than Google.com on desktop computers. Telegraph. Retrieved
from
http://www.telegraph.co.uk/technology/2016/02/01/youtube-is-now-more-popular-than-googlecom-ondesktop-computers/
Mir, I. A., & Rehman, K. U. (2013). Factors affecting consumer attitudes and intentions toward user-generated product
content on YouTube. Management & Marketing, 18(4), 637–654.
Mishra, A. S. (2015). Brand-celebrity match and its impact on advertising effectiveness. DLSU Business & Economics
Review, 25(1), 16-27.
Mitchell, A., & Olson, J. (1981). Are product beliefs the only mediator of advertising effect on brand attitude? Journal
of Marketing Research, 18(August), 318–332.
Mogensen, D. (2015). I Want-to-Do Moments: From Home
https://think.storage.googleapis.com/docs/i-want-to-do-micro-moments.pdf

to

Beauty.

Retrieved

from

Molyneaux, H., Gibson, K., O’Donnell, S., & Singer, J. (2008). New visual media and gender: A content, visual and
audience analysis of YouTube vlogs. In Proceedings of the International Communication Association Annual
Conference.

69

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Molyneaux, H., O’Donnell, S., Gibson, K., & Singer, J. (2009). YouTube vlogs: An analysis of the gender divide.
American Communication Journal, 10(2), 6–11.
Moutinho, M., Rodrigues, M., & Ribeiro, A. (2022). Determinants and Consequences of YouTube Advertising Value.
International Journal of Marketing, Communication and New Media, 10(18), 50-70.
Moyer, A., & Franklin, N. (2011). Strengthening the educational value of undergraduate participation in research as
part of a psychology department subject pool. Journal of Empirical Research on Human Research Ethics: An
International Journal, 6, 75–82.
Muda, M., & Hamzah, M. I. (2021). Should I suggest this YouTube clip? The impact of UGC source credibility on
eWOM and purchase intention. Journal of Research in Interactive Marketing, 15(3), 441-459.
Müller, J., & Christandl, F. (2019). Content is king–But who is the king of kings? The effect of content marketing,
sponsored content & user-generated content on brand responses. Computers in Human Behavior, 96, 46-55.
Munnukka, J., Maity, D., Reinikainen, H., & Luoma-aho, V. (2019). “Thanks for watching”. The effectiveness of
YouTube vlogendorsements. Computers in Human Behavior, 93, 226-234.
Needle, F. (2022). YouTube Demographics. Retrieved from https://blog.hubspot.com/marketing/youtubedemographics.
Okazaki, S. (2007). Exploring Gender Effects in a Mobile Advertising Context: On the Evaluation of Trust, Attitudes,
and Recall. Sex Roles: A Journal of Research, 57, 897–908.
Oppenheimer, D. M., Meyvis T., & Davidenko, N. (2009). Instructional Manipulation Checks: Detecting Satisficing
to Increase Statistical Power. Journal of Experimental Social Psychology, 45(4), 867– 872.
Ozuem, W., Willis, M., Howell, K., Helal, G., Ranfagni, S., & Lancaster, G. (2021). Effects of online brand
communities on millennials' brand loyalty in the fashion industry. Psychology & Marketing, 38(5), 774-793.
Paas, L. J., Dolnicar, S., & Karlsson, L. (2018). Instructional manipulation checks: A longitudinal analysis with
implications for MTurk. International Journal of Research in Marketing, 35(2), 258-269.
Park, D.-H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on consumer purchasing intention: The
moderating role of involvement. International Journal of Electronic Commerce, 11(4), 125–148.
Park, D., & Lee, J. (2008). eWOM overload and its effect on consumer behavioral intention depending on consumer
involvement. ECRA 7(4): 386.
Parsons, P. (2013). The evolution of the cable-satellite distribution system. Journal of Broadcasting & Electronic
Media, 47, 1–16.
Patel, J. (2018). User-Generated Content and Consumer Purchase Intentions in the Cosmetic Industry: Social Impact
Perspective. In Digital Marketing Strategies for Fashion and Luxury Brands (pp. 225–247). Hershey, PA: IGI Global.
Panic, K., Cauberghe, V., & De Pelsmacker, P. (2013). Comparing TV ads and advergames targeting children: The
impact of persuasion knowledge on behavioral responses. Journal of Advertising, 42(2-3), 264-273.
Permarupan, P. Y., Mohan, M., Al-Mamun, A., & Zainol, N. R. B. (2014). Consumer perceived value and buying
behavior of store brands. International Business Management, 8(2), 136-141.

70

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral routes to advertising effectiveness: The
moderating role of involvement. Journal of Consumer Research, 10(2), 135-146.
Petty, R., & Cacioppo, J. (1986). The Elaboration Likelihood Model of Persuasion. Advances in Experimental Social
Psychology, 19, 123–162.
Petty, R. E., Brinol, P., & Priester, B. (2007). Mass media attitude change: Implication of elaboration likelihood model
of persuasion. In J. Bryant, & M. B. Oliver (Eds.), Media effects: Advances in theory and research (pp.125-164). New
York, NY: Routledge.
Phelps, J. (1991). Brand Familiarity and Product Involvement Effects on Attitude Toward an Ad-brand Attitude
Relationship. Advances in Consumer Research, 18, 202–209.
Pilkington, E. (2009). Merriam-Webster releases list of new words to be included in dictionary. Retrieved from
https://www.theguardian.com/world/2009/jul/09/merriam-webster-dictionary-new-words
Priester, J. R., Godek, J., Nayakankuppum, D. J., & Park, K. (2004). Brand congruity and comparative advertising:
When and why comparative advertisements lead to greater elaboration. Journal of Consumer Psychology, 14(1 & 2),
115–123.
Priester, J. R., & Petty, R. E. (2003). The Influence of spokesperson trustworthiness on message elaboration, attitude
strength, and advertising effectiveness. Journal of Consumer Psychology, 13(4), 408–421.
Puri, A. (2007). The web of insights : the art and practice of webnography. International Journal of Market Research,
49(3), 387–408.
Rahmi, Y., Sekarasih, L., & Sjabadhyni, B. (2016). The Influence of Beauty Vlog on Perceived Source Credibility
and Purchase Intention. Makara Hubs-Asia, 20(2), 13–23.
Ratchford, B. T. (1987). New insights about the FCB grid. Journal of Advertising Research, 27(4), 24–38.
Ritala, P., Hyötylä, M., Blomqvist, K., & Kosonen, M. (2013). Key capabilities in knowledge-intensive service
business. The Service Industries Journal, 33(5), 486-500.
Rocchi, M., Beaudry, S. G., Anderson, C., & Pelletier, L. G. (2016). The perspective of undergraduate research
participant pool nonparticipants. Teaching of Psychology, 43(4), 285-293.
Rodgers, S., & Harris, M. (2003). Gender and e-commerce: An exploratory study. Journal of Advertising Research,
43, 322–329.
Rodriguez, S. (2021). YouTube is social media' big winner during the pandemic. Retrieved from
https://www.cnbc.com/2021/04/07/youtube-is-social-medias-big-winner-during-the-pandemic.html.
Roy, R., & Sharma, P. (2015). Scarcity appeal in advertising: Exploring the moderating roles of need for uniqueness
and message framing. Journal of Advertising, 44(4), 349-359.
Sánchez-Olmos, C., & Viñuela, E. (2020). An economic, social and cultural approach to prosumption: Music and
sound as parodic tools on YouTube meme videos. In Reimagining Communication: Action (pp. 208-222). Routledge.
Santora, J. (2022). YouTube Statistics - Users, Revenues, Demographics, and Usage. Retrieved from
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/vlog-content-statistics/.
Schiffman, L.G., & Kanuk, L.L. (2000). Consumer Behavior, 7th ed., Prentice-Hall International, Upper Saddler
River: NJ and London.

71

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Segev, S., & Fernandes, J. (2022). The anatomy of viral advertising: A content analysis of viral advertising from the
Elaboration Likelihood Model perspective. Journal of Promotion Management, 1-30.
https://doi.org/10.1080/10496491.2022.2108189
Sethna, B. N., Hazari, S., & Bergiel, B. (2017). Influence of user generated content in online shopping: impact of
gender on purchase behaviour, trust, and intention to purchase. International Journal of Electronic Marketing and
Retailing, 8(4), 344-371.
Shahab, M. H., Ghazali, E., & Mohtar, M. (2021). The role of elaboration likelihood model in consumer behaviour
research and its extension to new technologies: A review and future research agenda. International Journal of
Consumer Studies, 45(4), 664-689.
Shamdasani, P. N., Stanaland, A. J., & Tan, J. (2001). Location, location, location: Insights for advertising placement
on the web. Journal of Advertising Research, 41(4), 7-21.
Sharp, E., Pelletier, L. G., & Le ́vesque, C. (2006). The double-edged sword of rewards for participation in psychology
experiments. Canadian Journal of Behavioral Sciences, 38, 269–277.
Shi, S., Mu, R., Lin, L., Chen, Y., Kou, G., & Chen, X. J. (2018). The impact of perceived online service quality on
swift guanxi: Implications for customer repurchase intention. Internet Research, 28(2), 432-455.
Silaban, P. H., Chen, W. K., Nababan, T. S., Eunike, I. J., & Silalahi, A. D. K. (2022). How travel vlogs on
YouTube influence consumer behavior: A use and gratification perspective and customer engagement. Human
Behavior and Emerging Technologies, 2022, Article ID 4432977, 1-16. https://doi.org/10.1155/2022/4432977
Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-generated content differ across
YouTube, Facebook, and Twitter? Journal of Interactive Marketing, 26(2), 102-113.
Snelson, C. (2015). Vlogging about school on YouTube: an exploratory study. New Media & Society, 17(3), 321-339.
Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase intentions. Journal of Current
Issues and Research in Advertising, 26(2), 53–66.
Sullivan, M., & Lashley, S. (2009). Developing informed research participants in an introductory psychology
participant pool. Teaching of Psychology, 36, 24–28.
Tang, L. R., Jang, S. S., & Morrison, A. (2012). Dual-route communication of destination websites. Tourism
Management, 33(1), 38–49.
Tanha, M. A. (2018). An introduction to brand building via social media. International Journal of Management
Research and Reviews, 8(6), 1-12.
Taraban, R., & Logue, E. (2012). Academic factors that affect undergraduate research experiences. Journal of
Educational Psychology, 104, 449–514.
Teng, S., Khong, K. W., & Chong, A. Y. L. (2015). Study abroad information in the new media. Journal of Marketing
for Higher Education, 25(2), 263–286.
Teng, S., Khong, K. W., Chong, A. Y. L., & Lin, B. (2016). Persuasive electronic word-of-mouth messages in social
media. Journal of Computer Information Systems, 57(1), 76–88. DOI:10.1080/08874417.2016.1181501

72

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Terskikh, M. V. (2019, July). Native advertising in video blogs: Language and genre specificity. In "Humanities and
Social Sciences: Novations, Problems, Prospects" (HSSNPP 2019) (pp. 651-655). Atlantis Press.
Think with Google (2022). Consumer insights: Vlogs. Retrieved from https://www.thinkwithgoogle.com/consumerinsights/consumer-trends/vlog-content-statistics/.
Till, B. D., & Busler, M. (2000). The match-up hypothesis: Physical attractiveness, expertise, and the role of fit on
brand attitude, purchase intent and brand beliefs. Journal of Advertising, 29(3), 1-13.
Tolunay, A., & Ekizler, H. (2021). Analyzing online shopping behavior from the perspective of YouTube: Do vlog
content and vlogger characteristics matter. OPUS International Journal of Society Researches, 18(41), 3041-3065.
DOI: 10.26466/opus.874722
Tormala, Z. L., & Petty, R. E. (2004). Resistance to persuasion and attitude certainty: The moderating role of
elaboration. Personality and Social Psychology Bulletin, 30(11), 1446–1457.
Tormala, Z. L., Briñol, P., & Petty, R. E. (2007). Multiple roles for source credibility under high elaboration: It’s all
in the timing. Social Cognition, 25(4), 536–552.
Trafimow, D., Madson, L., & Gwizdowski, L. (2006). Introductory psychology students’ perceptions of alternatives
to research participation. Teaching of Psychology, 33, 247–249.
Trampe, D., Stapel, D. A., Siero, F. W., & Mulder, H. (2010). Beauty as a tool: The effect of model attractiveness,
product relevance, and elaboration likelihood on advertising effectiveness. Psychology & Marketing, 27(12), 1101–
1121.
Vaidyanathan, R. (2000). The role of brand familiarity in internal reference price formation: an accessibilitydiagnosticity perspective. Journal of Business and Psychology, 14(4), 605-624.
Wang, K., Wang, E. T. G., & Farn, C.-K. (2009). Influence of web advertising strategies, consumer goal-directedness,
and consumer involvement on web advertising effectiveness. International Journal of Electronic Commerce, 13(4),
67–96.
Wang, L., Fan, L., & Bae, S. (2019). How to persuade an online gamer to give up cheating? Uniting elaboration
likelihood model and signaling theory. Computers in Human Behavior, 96, 149–162.
Wang, S., & Kim, K. J. (2019). Consumer response to negative celebrity publicity: The effects of moral reasoning
strategies and fan identification. Journal of Product & Brand Management, 29(1), 114-123.
Wang, Z., & Yang, X. (2019). Understanding backers’ funding intention in reward crowdfunding: An elaboration
likelihood perspective. Technology in Society, 58, 101149.
Weber, T. J., Muehling, D. D., & Kareklas, I. (2021). How unsponsored, online user-generated content impacts
consumer attitudes and intentions toward vaccinations. Journal of Marketing Communications, 27(4), 389-414.
Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements: How advertising disclosure
and source credibility affect consumer purchase intention on social media. Australasian marketing journal, 28(4),
160-170.
Withers, G. F., Twigg, K., Wertheim, E. H., & Paxton, S. J. (2002). A controlled evaluation of an eating disorders
primary prevention videotape using the elaboration likelihood model of persuasion. Journal of Psychosomatic
Research, 53, 1021–1027.

73

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Withers, G., & Wertheim, E. H. (2004). Applying the elaboration likelihood model of persuasion to a videotape- based
eating disorders primary prevention program for adolescent girls. Eating Disorders: The Journal of Treatment &
Prevention, 12(2), 103–124.
Wolin, L. D. (2003). Gender issues in advertising—An oversight synthesis of research: 1970–2002. Journal of
Advertising Research, 43, 111–129.
Wolin, L. D., & Korgaonkar, P. (2003). Web advertising: Gender differences in beliefs, attitudes and behavior. Internet
Research: Electronic Networking Applications and Policy, 13, 375-385.
Wu, A. (2021). YouTube SEO: 4 tips for video
https://3qdigital.com/blog/youtube-seo-video-optimization/.

optimization

in

2022.

Retrieved

from

Wu, Park, S.-Y., & Ju, I. (2021). Process or outcome focus? Understanding the impact of future time perspective on
advertising effectiveness. Journal Of Current Issues And Research In Advertising, 42(1), 62–82.
Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism Management, 31,
179–188.
Xu, Z., Islam, T., Liang, X., Akhtar, N., & Shahzad, M. (2021). ‘I'm like you, and I like what you like’ sustainable
food purchase influenced by vloggers: A moderated serial-mediation model. Journal of Retailing and Consumer
Services, 63(c), 102737. DOI: 10.1016/j.jretconser.2021.102737
Xue, F., & Zhou, P. (2012). Greener on the other side?: A comparative content analysis of environmental claims in
magazine advertisements in China and the United States. Journal of Magazine & New Media Research, 13(2), 1-18.
Yang, B., & Lester, D. (2005). Sex differences in purchasing textbooks online. Computers in Human Behavior, 21,
147–152.
Yang, S.-C., Hung, W.-C., Sung, K., & Farn, C.-K. (2006). Investigating initial trust toward e-tailers from the
elaboration likelihood model perspective. Psychology and Marketing, 23(5), 429–445.
Yap, B. W., & Sim, C. H. (2011). Comparisons of various types of normality tests. Journal of Statistical Computation
and Simulation, 81(12), 2141-2155.
Yoo, C. W., Goo, J., Huang, C. D., Nam, K., & Woo, M. (2017). Improving travel decision support satisfaction with
smart tourism technologies: A framework of tourist elaboration likelihood and self- efficacy. Technological
Forecasting and Social Change, 123, 330–341.
Young, K. (2022). Chart of the day. Retrieved from https://blog.gwi.com/chart-of-the-day/over-4-in-10-watch-vlogs/.
YouTube. (2022). YouTube statistics. Retrieved from http://youtube.com/yt/press/statistics.html.
Zaichkowsky, J. L. (1996). Measuring the involvement construct. Journal of Consumer Research, 12(3), 341–352.
Zerdick, A., Schrape, K., Burgelman, J.-C., Silverstone, R., Feldmann, V., Wernick, C., & Wolff, C. (2005). EMerging Media Communication and the Media Economy of the Future. Berlin ; New York: Springer Berlin
Heidelberg.
Zha, X., Yang, H., Yan, Y., Liu, K., & Huang, C. (2018). Exploring the effect of social media information quality,
source credibility and reputation on informational fit-to-task: Moderating role of focused immersion. Computers in
Human Behavior, 79, 227–237.

74

Journal of Applied Marketing Theory, Vol. 9, No. 1, Page 48 - 75, September 2022. ISSN 2151-3236

Zhai, L., Yin, P., Li, C., Wang, J., & Yang, M. (2022). Investigating the effects of video-based e-word-of-mouth on
consumers’ purchase intention: The moderating role of involvement. Sustainability, 14(15), 9522.
Zhang, X. I., Zhou, S., Yu, Y., Cheng, Y., de Pablos, P. O., & Lytras, M. D. (2019). Improving students’ attitudes
about corporate social responsibility via “Apps”: A perspective integrating elaboration likelihood model and social
media capabilities. Studies in Higher Education, 46(8), 1–18.
ABOUT THE AUTHORS
Vaibhav Shwetangbhai Diwanji (Ph.D., Florida State University) (he/him/his) is an assistant professor in the
William Allen White School of Journalism and Mass Communications at the University of Kansas. Dr. Diwanji’s
research interests include media consumer behavior, new and emerging media technologies, sustainability,
multicultural marketing, and diversity, equity and inclusion in marketing communications. His teaching interests
include digital consumer behavior, strategic message development, and international strategic communications.
Jaejin Lee (Ph.D., University of Florida) is an associate professor in the School of Communication, College of
Communication and Information at the Florida State University. Dr. Lee’s research interests include consumer
behavior, branding, strategic marketing communications, cause-related marketing, social marketing, new media, and
health communication. Her teaching interests include media consumer behavior, creative strategy, and foundation of
integrated marketing communication.

75

